Mervyn's Department Stores President Joe 
Vesce (far right) delivers a pep talk to new Em- 


— Stan Badz/staft 
ployees at the Argyle Village Square location 
yesterday. 


Why ask Y? It’s Mervyn’s; they're here 


By Blake Fontenay 
Business writer 


The signs outside two of Jacksonville’s newest de- 
partment stores are not misprinted. 


The name really is Mervyn's with a “Y.” 


Why a “Y”? Because when founder Mervin Morris 
opened the chain's first store in San Lorenzo, Calif. 
42 years ago, the architect who designed the store- 
front told Morris that the wacky spelling was more 
aesthetically pleasing. 


Morris decided to stick with it. He also stuck with 
the original concept for the store: A hybrid between 
so-called catalog stores like Sears and J.C. Penney 
and traditional department stores like Macy’s. A 
place where customers could find a mix of brand 
name and private label clothing at reasonable prices. 

Beginning tomorrow, Jacksonville residents will 
have an opportunity to sample Morris’ vision. 

The city's first two Mervyn's outlets, located in the 
Argyle Village Square and Southside Square shop- 
ping centers, officially open for business at 11 a.m. 

Mervyn's President Joe Vesce, who was in town 
yesterday to give motivational talks to the new 
stores’ employees, says the unusual signs aren’t the 
only reminders of the chain's early days. 


“The basic strategy hasn't changed that much over 
the years," Vesce said. 


Mervyn's is still committed to carving out its own 
niche in the industry by selling soft goods — pri- 
marily casual and active wear clothing and linens — 
at value prices, Vesce said. 


Mervyn's isn't the small-time operation it once 
was, however. The chain, which merged with Day- 
ton Hudson Corp. in 1978, currently has 233 stores 
scattered across the country. 


Although Mervyn's is well-represented in several 
western states, with more than 100 stores in Califor- 
nia alone, the chain didn't make its first in-roads 
into Florida until 1988. 


So far, Vesce likes what he's discovered about the 
retailing industry in the Sunshine State. 


‘Florida matches up with California very well,” 
Vesce said. 


Mervyn's at a glance 


FOUNET anaiari 1949 
Headquarters ........sssesssssssesorosesseessseeee HA yWArd, Calif. 
Number Of StOreS......se.sesessosssessesssesscssseesessesesseseeeees 233 
Number of Florida stores SERRA 10 
1990 revenues ......s.ssssessssseeesesssssesss $4.1 billion 
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With the opening of the two Jacksonville stores, 
plus two new South Florida stores, the chain will 
have 10 locations operating around the state tomor- 
row. 

According to Vesce, more will undoubtedly follow. 

“We're looking at the Regency [Square] area in 
particular,” Vesce said. “There will definitely be an- 
other store in Jacksonville and possibly more.” 

But as Mervyn's begins to expand its presence 
here, the chain shouldn't be confused with Target, 
another Dayton Hudson chain that opened its first 
two Jacksonville stores earlier this month. 

Minneapolis-based Target Stores Inc. is a chain dis- 
count department stores, along the lines of Wal-Mart 
or Kmart, offering a wider variety of products than 
Mervyn's. 

Target stores feature bright neon lighting and a 
color schema that’s heavy on the red. True to the 
California stereotype, Mervyn's decor is a little more 
laid-back. Mervyn's features soft lighting and “‘verti- 
cal merchandising" — display shelves of goods high 
on interior walls to give customers a better view of 
what's available. 

There are some similarities, of course. Both pledge 
five percent of their total revenues to charitable or- 
ganizations and both promise solid customer service. 

“If we are going to stand for one thing, it’s friend- 
ly associates," Vesce said. 

Just don’t expect them to be good spellers. 


